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marketing perceptions 


The following provides a summary of findings from qualitative research conducted among 
female adult smokers on September 14-15, 1998 in Englewood, NT, in order to explore 
response to proposed Virginia Slims package designs. 


Research Objectives 

• To understand the overall image communicated by each of the proposed 
Virginia Slims package designs 

• To identify package designs and elements which provide relevant imagery 
to adult female smokers and which fit with the Virginia Slims image 

• To provide input for refining package designs for further development 


Methodology 

Twelve triads (3-4 respondents each) were conducted among female adult smokers ages 25- 
44. 


• 8 triads among Virginia Slims smokers 

- 4 Virginia Slims Full Flavor smokers (2 ages 25-34; 2 ages 35-44) 

- 4 Virginia Slims Lights smokers (2 ages 25-34; 2 ages 35-44) 

• 4 triads among competitive brand 100's smokers 

- 2 Full Flavor smokers (1 ages 25-29; 1 ages 30-39) 

- 2 Lights smokers (1 ages 25-29; 1 ages 30-39) 
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Summary Of Findings 

Key Learning 

In the absence of direct comparisons with the current Virginia Slims package, none of the 
proposed designs immediately communicates an updated or contemporary image for the 
brand. 

Instead, the design options shown within this research were generally viewed as providing 
feminine, sleek or sophisticated images - bringing to mind the elegant Virginia Slims woman 
or the career-oriented, business woman. These images were noted as inconsistent with the 
way that these female smokers viewed themselves or their lifestyles. 

The colors used, across designs, were generally linked with older female smokers and, as 
such, did little to enhance the image of the brand. 

Specifically, 

• Packs in the 30's series appealed to some Virginia Slims and competitive 
brand smokers, given the use of the curved lines and the large VS logo in the 
center of the pack. However, initial impressions generally included images of 
sophisticated and classy women. 

• Packs in the 20's series were generally rejected as overly simple or plain. 

» The curved look on packs 41-44 provides a sleek, elegant and feminine look 
which appealed to some. However, for many, the colors used prompted 
images of older women smokers. A notable exception - some Virginia Slims 
and competitive brand Full Flavor smokers felt that pack 43 was attention- 
grabbing. 

• Packs 45-48 were generally rejected, given the straight line and large color 
block which prompt a masculine image. 

While none of the Virginia Slims smokers spontaneously volunteered that they find their 
current pack out of date, selected proposed packs were routinely preferred to the current 
pack - when shown side by side . 

. Packs with the curved lines and large VS logo in the center (pack 31/32) were 
seen as having a more modern and "cleaner" look than the current packaging. 

In addition, when current advertising was shown within these groups, pack 
31/32 was routinely viewed as consistent with the contemporary and fun 
images provided. 

• And, some Virginia Slims and competitive Full Flavor smokers felt that pack 
43, given its curve and bold color, provides an updated Look and fit with 
current advertising. 


2 


Source: https://www.industrydocuments.ucsf.edu/docs/mqwy0004 


2071243302 



marketing perceptions 



Response Per Package Design 

Package Designs: 20's and 30's 

The use of curved Lines on the package designs in the 20's and 30's series were generally 
associated with a feminine and sophisticated look. Those women smokers favorable to 
these curved lines felt that they add visual interest to the package design. However, other 
women found the curved lines visually unappealing (too wide; too "retro" Looking), 
especially given the colors used. 

Responding to the colors used in the Full Flavor designs, Virginia Slims and competitive Full 
Flavor smokers tended reject the orange tones used on pack 23 and 33 as overly bright. 
While the more muted tones used on packages 21 and 31 were acceptable to some, others 
commented that these coLors seem very plain, or bring to mind images of older women 
smokers. 

The colors used on the Lights designs also prompted images of older women smokers. 
However, some Virginia Slims and competitive brand Lights smokers felt that the somewhat 
brighter tones used on packs 24/34 and 26/36 suggest greater taste appeal ("more" taste 
in a Lights) versus the lighter and duller tones used on pack 22/32. 

Reviewing specific package designs and elements: 

• Packs 21-26 were generally viewed as "simple" designs, evoking little initial 
excitement as women responded to the imagery conveyed. 

Some Virginia Slims and competitive brand smokers viewed the pack as 
having a "classy" and "feminine" look, given the curved Lines and the small 
VS Logo in the comer. 

However, many found these designs overly plain or "generic" looking - 
especially when these packs were compared with packs in the 30's series. 

The amount of white used was perceived as contributing to a more generic 
look. 

The VS Logo in the corner of the pack was noted by some as bringing to mind 
a "professional" woman, or evoking images of a "designer" Look and logo 
(like an Izod shirt or YSL). Some felt this VS logo adds an element of 
sophistication to the pack. 

The Larger Virginia Slims lettering was viewed as somewhat too bold, and out 
of sync with the image ascribed to this brand. Some felt the lettering has a 
sLightLy masculine Look - especially in contrast with the softer and smaller 
lettering used on the 30's series package designs. And, some Virginia Slims 
Lights smokers commented that the larger lettering suggests a bolder taste 
than they associate with their brand. 
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• Packs 31-36 were visually appealing to many Virginia Slims and competitive 
brand smokers. These designs often prompted images of sophisticated and 
classy women, noted as consistent with images heLd of Virginia Slims. 

The large VS logo in the center of the pack was said to provide an appealing, 
feminine look to the package. Comparing the large VS logo in the center of 
the pack with the small VS logo used on the 20 series packs, some noted that 
the larger VS logo in the center adds a more contemporary or trendy look to 
the packaging. In addition, some suggested that the large VS logo was 
reminiscent of Victoria Secret, evoking a sexy image and up-to-date style. 

The smaller Virginia Slims Lettering was said to reinforce feminine images, and 
was often preferred to the bolder lettering used on packages in the 20's series. 


Package Designs: 40's 

The colors used on the 40's series package designs clearly impacted on the overall imagery 
communicated. For many Virginia Slims and competitive brand smokers, the colors prompt 
images of older women smokers (ages 40+). Some described the colors as "old fashioned" 
or "colors I associate with women smokers who are older than me.” Others felt the colors 
convey a "sophisticated" image, inconsistent with the way they view themselves or their 
lifestyles. 

Responding to taste cues suggested by these packaging colors: 

♦ Some Virginia Slims and competitive brand Full Flavor smokers appreciated the 
bold taste message imparted by the deeper package colors used on packs 43 
and 47, preferring these colors to the colors used on packs 41 and 45. 

However, other Virginia Slims smokers felt the colors used on package 
designs 43 and 47 are too bold or too strong to fit with their image of Virginia 
Slims and/or with the taste experience of the brand. 

. Virginia Slims and competitive brand Lights smokers were less likeLy to 
differentiate between images provided by the colors used on the proposed 
Virginia Slims Lights package designs within this series. Either color was feLt 
to be consistent with taste messages for Virginia Slims Lights. 
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Focusing on specific package designs/elements: 

. Packs 41-44 routinely prompted images of elegant or sleek women, likely 
given the curved design and the colors used. A feminine look is 
communicated by the stylized VS within the curve of the design. 

Virginia Slims and competitive brand Lights smokers tended feel that these 
packages evoke feelings of sophistication, noting that the packaging has a 
"designer" look to it. Some felt that these Lights packages bring to mind 
a career woman, someone who wears a business suit. 

Notably, some Virginia Slims and competitive brand Full Flavor smokers 
responded favorably to this packaging, describing the design as "bold” and 
"attention-grabbing" - especially in the deeper colors (pack 43). Some 
associated pack 43 with aspirational images of a "sassy" and "confident" 
woman. 

* Packs 45-48 generally evoked a "masculine" imagery, given the straight lines 
and large color block used. Specifically, some Virginia Slims and competitive 
brand Full Flavor smokers felt that the Full Flavor packaging - especially in the 
deeper color tones - prompt images of an overly strong or harsh taste. Of 
note, some smokers did not immediately recognize a stylized VS within the 
color block and rejected this design as unappealing or as looking like a flame. 

In addition, some Virginia Slims and competitive brand smokers viewed these 
packs as "bland" or "plain" - especially in contrast with Packs 41-44, which 
include a curved design. 

The small VS logo at the top of Packs 45-48 prompted a designer look, for 
some - adding images of classiness or sophistication to the packaging. 
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5-Sided Pack 

Virginia Slims smokers and some competitive brand smokers expressed highly favorable 
reactions to the 5-sided pack. 

• This packaging structure was viewed as offering a unique, modern and 
appealing feminine image, consistent with images of the brand. 

• Women smokers positive to this structural design routinely commented 
that the 5-sided pack "feels good in the hand" and is comfortable to hold. 

Furthermore, Virginia Slims Full Flavor smokers immediately appreciated a box option, noting 
that their current brand is only available in a soft pack. For these smokers, a box is viewed 
as more secure than a soft pack - that is, cigarettes are less likely to become crushed or 
fall out. 

The 5-sided pack was of limited interest to some competitive brand smokers who currently 
purchase cigarettes in a box. Some of these smokers felt the 5-sided box looks too 
different from a traditional box, given the additional "edge." A few felt that the package 
looks "unbalanced." Others wondered whether the 5-sided box would crush more easily 
than a traditional box, given the "indented" look of the edge. 
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